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Abstract 
Customer relationship management approach is mainly a process. In order to realize this process some elements are required. In 
this process business apply CRM in four stages: Identification, Differentiation, Interaction and Customization.  The aim of this 
study is to make an attempt the CRM practices in the context of banking services. Hereby this study has been conducted in the 
branches of banks, which give individual/commercial services in Konya, applying the Customer Relations Management. 
Surveying method has been used in order to collect data. The employees of these banks who work in the sales and marketing 
department of the branches participated in the survey. Finally the results and suggestions related to the analysis results have also 
been introduced in the study. 
1. Introduction 
The fundamental idea of Customer Relationship Management (abbreviated as CRM in the following) is to 
improve customer satisfaction degree by analysing the customers’ detailed information, therefore, to improve the 
corporate competition ability (Wang at al., 2010). The nature of CRM aims to maximize customer value in the long 
term, by focusing business processes, marketing and customer service on client relationship maintenance by helping 
information technology (IT) systems (Chang, 2007). The main objective of CRM is to retain current customers 
through increasing their loyalty and to select new customers that provide higher profitability (Hansotia, 2002). 
CRM implementation is not an easy duty. Coined in the mid-1990s and heavily promoted during the late 1990s, 
the term ‘CRM’ still means different things to different people (Goldberg, 2002). In reply to increasing 
competitiveness in the global market, businesses are looking for means to manage their relations with customers 
more effectively over time. Consequently, customer relationship management (CRM) has become a central part of 
most businesses and many organizations are implementing CRM systems. CRM systems are a classification of 
organizational information systems that enable organizations to provide services for customers, gather and analyse 
customer information and manage their relationships with customers more effectively (Khodakarami and Chan, 
2011). 
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In recent years many banks intend to develop and manage stronger interaction with their customers with the aim 
to maximize customer equity. This involves building and managing successful customer relationships to raise 
customer satisfaction (Yao and Khong, 2011). The customers of each bank constitute one of the most important 
assets that a banking institution should preserve and continuously expand. As customers are of significant 
importance, it is essential for the banks to satisfy their needs and wants. Target-group marketing segmentation 
techniques assist to establish and maintain long-term relationships of trust between banks and their customers 
(Mylonakis, 2009). In conclusion CRM has become a fulcrum in the programmes and practices of banking services 
particularly in the context of Retail Banking Services (Tamilarasan, 2011). 
 
2. Conceptual Model and Methodology 
 
2.1. Conceptual Framework and Hypotheses 
This study is aimed at the evaluation of the implementations of CRM in banks by the views of employees.  Also 
this study explores the correlations between implementation stages of CRM and marketing strategies of CRM. The 
conceptual framework developed to describe the relationships between implementation stages of CRM and 
marketing strategies of CRM is shown in Figure 1.  
                                                                    
 
Figure 1. Conceptual Framework 
The following hypotheses have been developed within the framework of the study model: 
H1: Implementation stages of CRM have a significant positive association with marketing strategies of CRM. 
H2.a: Identify stage has a significant positive association with marketing strategies of CRM. 
H2.b: Differentiate stage has a significant positive association with marketing strategies of CRM. 
H2.c: Interact stage has a significant positive association with marketing strategies of CRM. 
H2.d: Customize stage has a significant positive association with marketing strategies of CRM. 
 
2.2. Research Method 
This study is exploratory in nature, aiming to develop a better understanding of the bank marketing philosophy of 
CRM, based on implementation stages and marketing strategies of CRM. The study was carried out in 2012 on a 
convenience sample of 382 respondents∗ who work in two biggest private banks’ branches, through the distribution 
of structured questionnaires to bank employees within the area of Konya, Turkey. The questionnaires were 
distributed via e-mail and for being a pilot sample 112 responses were collected in this study. The questionnaire was 
compiled in such a way that extensive information was collected on the demographic characteristics of the 
respondents, and also contained abundant information regarding employees’ views on banking institutions and how 
they implied CRM. The questions 1-9 referred to demographic characteristics. Questions 10-28 involved questions 
regarding the respondents’ general view on the bank’s implementation of CRM. The statistical package SPSS was 
used for data analysis. Descriptive statistical analysis was used to determine the statistical analysis included 
estimation of frequencies, percentages and means, reliability, correlation and regression analysis. 
 
 
∗ The number of employees of banking sector in Konya is 2.507 (2010 data of The Banks Association of Turkey). 
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3. Research Results 
 
The reliability of the construct, CRM Implementations and Strategies, is 0.784 (Cronbach’s α) on 19 questions. 
The demographic characteristics of the respondents are shown Table 1. 
 
 
Table 1. Demographic characteristics of respondents 
 
Gender f % Experience f % 
Female 56 50,0 0-5 60 53,6 
Male 56 50,0 6-10 34 30,4 
Total 112 100,0 11-15 12 10,7 
Marital Status f % 16-20 5 4,5 
Married 49 43,8 +20 1 ,8 
Single 63 56,2 Total 112 100,0 
Total 112 100,0 Department f % 
Age f % Operation 26 23,2 
20-25 28 25,0 Individual Marketing 39 34,8 
26-30 32 28,6 Commercial Marketing 35 31,3 
31-35 27 24,1 Credit 9 8,0 
36-40 17 15,2 Other 3 2,7 
40-45 5 4,5 Total 112 100,0 
+46 3 2,6 CRM  education  f % 
Total 112 100,0 Yes 85 75,9 
Education f % No 17 15,2 
High school 10 8,9 Not enough 10 8,9 
Vocational high school 17 15,2 Total 112 100,0 
Bachelor’s degree 67 59,8 CRM  education place f % 
Master’s degree 13 11,6 University 49 43,8 
PhD 5 4,5 Banking courses 44 39,2 
Total 112 100,0 Other 19 17,0 
   Total 112 100,0 
 
The descriptive statistics of the survey is also shown in following Table 2.  
(5. Strongly agree, 4. Agree, 3. Slightly agree, 2. Disagree, 1. Strongly disagree). 
 
Table 2. Descriptive Statistics 
 
Variables N Mean Std. Deviation 
Identify1 112 4,09 0,91 
Identify2 112 3,79 0,86 
Identify3 112 3,85 0,77 
Idensify4 112 3,80 0,85 
Identify5 112 3,73 0,75 
Differentiate 1 112 4,03 0,79 
Differentiate 2 112 3,76 0,87 
Differentiate 3 112 3,69 0,83 
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The correlations are of the survey is also shown in following Table 3 and Table 4. 
Table 3. Correlations between Implementation Stages of CRM and Marketing Strategies of CRM 
 
 
**  Correlation is significant at the 0.01 level (2-tailed). 
 
“H1: Implementation stages of CRM have a significant positive association with marketing strategies of CRM” is 
accepted. 
 
Table 4. Correlations between Implementation Stages of CRM and Marketing Strategies of CRM 
*  Correlation is significant at the 0.05 level (2-tailed). 
 
“H2.a: Identify stage has a significant positive association with marketing strategies of CRM, H2.b: Differentiate 
stage has a significant positive association with marketing strategies of CRM, H2.c: Interact stage has a  significant 
positive association with marketing strategies of CRM, H2.d: Customize stage has a  significant positive association 
with marketing strategies of CRM” is accepted. 
 





  Marketing Strg. 
 Correlation Coefficient 0,545(**) 
 Sig. (2-tailed) 0,000 
 N 112 
 
 
Differentiate 4 112 3,88 0,89 
Differentiate 5 112 3,92 0,84 
Interact 1 112 3,82 0,84 
Interact 2 112 3,85 0,86 
Customize 1 112 3,67 0,80 
Customize 2 112 3,79 0,87 
Winback 112 3,71 0,83 
Loyalty 1 112 4,13 0,82 
Loyalty 2 112 3,96 0,86 
Prospecting 112 3,88 0,83 
Cross- selling 112 3,99 0,80 
 












 Identify (mean) Correlation 
Coefficient 0,338(**) 0,375(**) 0,350(**) 0,11 0,471(**) 
  Differentiate 
(mean) 
Correlation 
Coefficient 0,383(**) 0,292(**) 0,215(*) 0,11 0,421(**) 
  Interact 
(mean) 
Correlation 
Coefficient 0, 132 -0,063 0,109 0,268(**) 0,18 
  Customize 
(mean) 
Correlation 
Coefficient 0,132 -0,063 0,109 0,261(**) 0,393(**) 
10   Mehmet Karahan and Ömü r Hakan Kuzu /  Procedia - Social and Behavioral Sciences  109 ( 2014 )  6 – 10 
 
Table 5. Model Summary (Regression Analysis) 
 
Model R R Square 
Adjusted R 
Square 
Std. Error of the 
Estimate 
1 0,577(a) 0,333 0,308 0,39467 
a. Predictors: (Constant), Identify (mean), Differentiate (mean), Interact (mean), Customize (mean) 
4. Conclusions and Recommendations 
The major purpose of this study is to investigate the effect of implementation stages to management strategies of 
CRM in banks. In this pilot study the effect degree of this implementation stages to management strategies has been 
found 33% by the structured questionnaire data. Our findings are based on case studies and only two banks’ 
employees (112 pilot replies). As a result, the generalizability of our findings is so limited. However, our findings 
can serve as a starting point for other researchers exploring measures for the evaluation of CRM systems. Future 
researches can enhance and validate measures for the evaluation of CRM systems.  
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